With the impact of the development of various mobile payment terminals, service quality has become one of the important competitiveness of Banks. Based on the SERVPERF mode, this paper took the China Construction Bank Xiamen Branch as an example, studied bank important influence factors of service quality, and verified the influence factors of service quality model of CCB through the empirical analysis. Then it put forward the relevant Suggestions for improvement of China Construction Bank Xiamen Branch aiming to help it improve customer satisfaction and customer loyalty and the overall competitiveness according to the empirical research conclusion.
Introduction
The economic globalization and the gradual opening of the financial market, as well as the development of various payment segments, make the banking industry form a relatively fierce competition. The quality of service has become an important factor affecting the source of bank profits and competitiveness. With the development of electronic banking, the opening, cancellation, formal loss reporting and reprocessing of bank CARDS and other businesses involving customer identity verification all rely on off-line network services, which highlights the importance of service quality. Moreover, the improvement of service quality will promote the customer satisfaction and customer loyalty. Therefore, it is necessary to study the factors influencing the service quality of Banks. China Construction Bank ranks second in the 2018 UK banker global banking rankings, with a service philosophy of "customer first, attention to details". Researching on service quality to customer satisfaction and customer loyalty is an important way to improve competitiveness.
Literature Review
PZB(1988), three American marketing scholars, put forward five dimensions (tangibility, reliability, responsiveness, assurance and empathy) and 22 indicators for the study of service quality evaluation based on the study of service quality. Cronin and Taylor (1992) proposed a new service as the basis of measuring service quality measurement scale, namely the SERVPERF scale. SERVPERF scale abandon the variance analysis method, the direct measurement customers in the process of perceived service performance, regardless of the expected indicators at the same time. In addition, empirical survey showed that SERVPERF is indeed better than SERVQUAL.
Many previous researches have been conducted on the service quality; customer satisfaction and customer loyalty of Banks. Chen Ying and Wu Zhiwei (2008) proposed service quality of China's commercial .Banks can be measured from five aspects: service attitude and business processing, convenience, security, stability and business innovation in the survey. At the same time, the service quality of commercial Banks has a certain impact on customer loyalty, and the service quality factors affect customer loyalty mechanism is different. [1] Zhang Rao (2013) conducted an empirical study on the relationship between service quality and customer satisfaction and customer loyalty on the basis of relevant theories. He found out the factors that influence customer satisfaction and customer loyalty in service quality to improve the service quality of Chinese commercial Banks. It is concluded that service quality has positive and significant influence on customer satisfaction. [2] Zhao Dongyang (2013) took the construction bank of Lhasa as an example and found in the empirical study that the higher customer's evaluation of the responsiveness, guarantee and empathy of the bank service, the higher the customer's satisfaction would be. [3] Zhao Zheng (2015) obtained through empirical analysis that the innovative service quality model includes seven dimensions, namely, economy, security, responsiveness, empathy, tangibility, reliability and sharing, and has good reliability and validity, which can effectively measure the satisfaction of enterprise customers with financial services. [4] 
Model Construction and Research Hypothesis
This paper takes SERVERUALF as the basic model and combines the bank's service quality and other characteristics to improve the original scale. Sharing is also a variable of quality of service in this paper. On the basis of literature review and taking Xiamen Branch of China Construction Bank as an example, the theoretical model of influencing factors of bank service quality is proposed, as shown in figure 1. Tangibility is the feeling brought to the customer by the material form of service personnel, environment, equipment and facilities. Reliability is the ability of a bank to deliver on all aspects of its services. Responsiveness means that the services provided by Banks for customers should be convenient and fast. Security refers to the sense of security that customers feel when they receive services. Empathy requires the staff to empathize with customers and care what the customers think. Sharing refers to the openness of information. According to the model, the following hypotheses are proposed as shown in table 1. 
List
Hypotheses H1
Tangibility has a significant positive impact on customer satisfaction H2
Reliability has a significant positive impact on customer satisfaction H3
Responsiveness has a significant positive impact on customer satisfaction H4 Security has a significant positive impact on customer satisfaction H5
Empathy has a significant positive impact on customer satisfaction H6
Sharing has a significant positive impact on customer satisfaction H7
Tangibility has a significant positive impact on customer loyalty H8
Reliability has a significant positive impact on customer loyalty H9
Responsiveness has a significant positive impact on customer loyalty H10 Security has a significant positive impact on customer loyalty H11
Empathy has a significant positive impact on customer loyalty H12
Sharing has a significant positive impact on customer loyalty H13
Customer satisfaction has a significant positive impact on customer loyalty
Data Analysis

Sample Description
In this study, 453 questionnaires were distributed and 445 were recovered with a recovery of 98%. 403 questionnaires were recovered effectively and the effective recovery was 90.05%, among which 190 were male and 213 were female, accounting for 47.1% and 52.9% respectively. Concentrated in the investigation group, age between 30 to 45 years old, 50.6% of the total, 44.4% of the respondents have bachelor degree or above major in the research of the sample is given priority to with enterprise staff and students, the highest percentage of the enterprise staff, accounting for 40% of all respondents, from the point of average monthly income, 43.7% of respondents is 3000-6000 yuan monthly income.
Reliability Analysis
According to Guielford's (1995) suggestion, the reliability is quite high if the reliability coefficient is greater than 0.7. As shown in table 2, Cronbach's alpha value of the overall questionnaire is 0.900, greater than 0.7, which indicates that these six dimensions have a high credibility and can be used for subsequent analysis. 
Validity Analysis
As shown in table 3, the KMO sample measure value was 0.771 and Bartlett significance probability (Sig value) was 0.000. These data indicate that there is a correlation between variables, and the data is suitable for factor analysis. 
Factor Analysis
There is a total of extracted six factors of eigenvalues greater than 1 carried out on the service quality scale through Principal Component Analysis. And they were respectively named Sharing, Tangibility, Responsiveness, Empathy, Reliability, and Security. This paper loaded matrix orthogonal rotation by the method of maximum variance factor, accumulative total accounted for 62.249% of total variance explained variance, more than 60%. The result dedicated that six factors can reflect the bulk information, and extracting the six factors are appropriate. In the same way, the accumulative total variance explained variance of 73.015% and 73.072% respectively both greater than 60% by taking factor analysis of the two variables, including the Customers Satisfaction and Customers' Loyalty. So it was appropriate to extract these two factors.
Regression Analysis
In order to further explain whether there is a causal relationship between variables, this study conducted a regression analysis on Service Quality, Customer Satisfaction and Customer Loyalty, and the results are shown in table 4. Note: the Numbers in brackets are T-Test values, ** and * mean significant at the level of 0.01 and 0.05 respectively. Table 4 lists the Service Quality of Customer Satisfaction and Customer Loyalty of each variable regression coefficient and significance test. You can see, the Tangibility and Reliability in the model still hasn't been explained by significance test, and the significance of other variables are verified in different models. Empathy, Security, and Responsiveness has a direct impact to Customer Satisfaction and Customer Loyalty, thus put forward the hypothesis of this study was verified H3, H4, H5, and H6. But the impacts of Tangibility and Reliability on Customer Satisfaction and Loyalty ( H1, H2, H7 and H8 )have not been verified. In the regression analysis, the influence of Customer Satisfaction on Customer Loyalty also passed the significance test, and H13 was supported. 
Hypothesis Verification Results
H1
Tangibility has a significant positive impact on customer satisfaction Not Support H2
Reliability has a significant positive impact on customer satisfaction Not Support H3
Responsiveness has a significant positive impact on customer satisfaction Support H4
Security has a significant positive impact on customer satisfaction Support H5
Empathy has a significant positive impact on customer satisfaction Support H6
Sharing has a significant positive impact on customer satisfaction Support H7
Tangibility has a significant positive impact on customer loyalty Not Support H8
Reliability has a significant positive impact on customer loyalty Not Support H9
Responsiveness has a significant positive impact on customer loyalty Support H10
Security has a significant positive impact on customer loyalty Support H11
Empathy has a significant positive impact on customer loyalty Support H12
Sharing has a significant positive impact on customer loyalty Support H13
Customer satisfaction has a significant positive impact on customer loyalty Support
Suggestion
Improving Information Sharing and Building an Information Feedback Platform
CCB should attach importance to customer education and financial knowledge dissemination, and make specific propaganda videos of sub-branches to attract customers to study and watch, reminding and popularizing relevant risks in self-service machines of network dissemination. Besides, actively return visit and establishing CCB's exclusive Internet + public feedback platform are necessary to maintain customer relationship.
Setting the Business Hours of the Branch Reasonably to Improve the Transference of Services
According to the survey results, the customers of CCB Xiamen Branch are mostly office workers and students nearby. And the working time that sets by branch accord with working time and class time. So it is suggested to extend the business hours by one hour and reduce the pressure on staff through the rotation system. The adjustment of the business hours of the branch needs to be reasonably arranged according to the manpower situation of the branch and the actual business volume. For example, the early phase can be extended by 3 days, and the late phase can be gradually extended by 4 to 5 days. [5] Shunting Pressure from Branches through Online Services to Improve Service Efficiency Firstly, strengthening the information security construction of APP and website, and transferring most personal business to online remote examination and approval, such as ETC, fund account opening, can relieve the work pressure of branches. Secondly, Opening online reservation service and informing customers Necessary documents in advance can improve efficiency. In addition, continuous and classified training can strengthen the service consciousness of employees constantly.
Strengthening the Safety of Self-service Equipment and Convey Safety Awareness
BBC should improve the security of self-service trading environment, and check the self-service equipment regularly. Bank staffs need regular training to develop risk service awareness, risk identification ability and risk foresight and prediction ability. Besides, it is important to inform customers of the potential problems, such as the frequent occurrence of "SMS fraud" and "telephone fraud" When service personnel find that the remittance of customers may be "cheated". Bank Staffs need to stop at the first time, to minimize or reduce the loss.
Summary
This paper studied the service quality related factors of CCB Xiamen branch based on the SERVPERF scale, through questionnaire survey and statistical analysis. The following conclusions are drawn: Responsiveness, Security, Empathy and Sharing have significant positive effects on Customer Satisfaction and Customer Loyalty, and Customer Satisfaction has significant positive effects on Loyalty. Finally, according to the above conclusions, Suggestions are put forward, building an information feedback platform, setting the business hours of the branch reasonably to improve the transference of services. Shunting pressure from branches through online services can improve service efficiency. Strengthening the safety of self-service equipment and convey safety awareness.
